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The use of outcomes research* as a marketing tool for 
postsecondary educationial institutions is discussed. Few such 
institl^tions integrate outcomes information into the institutional 
marketing program. In most cases this type of information is used to 
do'cument actual,^ outcomes^ but rarely is it used as an inBic^tcr cf 
needed change or sucpess of the ins'trtutioc* s marketing progran^. A 
tailored approach to outcomes research has been instituted at ^ y 
-Metropolitan State College in Cblorada as ^art of their marketing 
prcq^ap. Basically^ the appfoacfi^has utilized a longitudinal cohort 
study of studjsnts to provide outcomes information. The research/, 
program also includes studies of various segments cf the prospective • 
student market and( student information needs' and a study of th^- 
collegers impact oni the community. A committee was formed to link 
outcome information' to marketing and to stimulate the development of 
a comprehensive maxlceting program.' The committee has continued to.^.^ 
plan and condutt Studies and to interpret and disseminate information 
related to outcomes information. The program has endeavored to make 
outcomes information more accessible to those involved in the various 
phases o5E institutional marketing^ partly through improved ^ 
ftlss^m in allien cf information and partly through^ the development of an ^ 
cutccmes data base that is linked to the college's data base system. 
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Outtomes Research: Its Function as a Marketing Tool """^ ^ 




College and universities like other non-profit and profit oriented . 
orga^iizations are finding that they can strengthen and secure their positions 
by using the marketing concept. Discussion. of marketing and marketing 
technique!^ applied ,to higher education has tal^en on a new tempo in recertt 
years as a result of keen competition for students and resources. Based 
on projectionsv of the future trends in the tradition^ college ^ge population 
it woulcl appear that marketing in the broadest sense, will became even 
more important to the higher education community (Dresch, 1977 

The mark^eting concept has been reviewed in a general manner in the 
higher education literature in the past decade, ^Articles discussing J 
marketing have not been specific. in their description of how the concept | . 
may be intergrated ioto the total college and university structure, 
Jfet many of the activities that highe.r education institutions currently 
engage in ban be integrated into a comprehensive friarketing approach 
(eg, institutional research, information systems, coirijWnicatibns office, 
resource allocation process, admissions process, etc)Tr^ ; 

Marketing is not a- short-term activity but rather a comprehensive 
approach) to matching people's needs with products' to satisfy those needs, ' 
Successful marketing of a college or university, as with any produtt, 
requires a "constant" review and evaluation of past, present ahd future 
^tatus of the market and the services rendered, / 

Few higher education institutions have truely incorporated marketing 
into their daily operations as a comprehensive* force (Middleton, 1979). 
To accomplish this a marketing information system must be established^ 
to provide* the information necessary foV an institut^ to attune 
itself 'to its market environment. Market research allows t^ie college 
to "de^rmine tKe needs, wants and values of a target mar;ket and^to 
aoapi, tae organization to delivering the desired satisfactions more 
effectively and efficiently than its competitors" (Kotler,, 1'976), 
This; process al|o allows the organization to measure quantitatively 
and qualitatively the degree to which it is delivering the "desired 
''satisfactions" (Kotler, 'l976), ^ ^ • 

The basjc flow of information through^he marketing information systgm 
is depicted in figur^ 1, i ' ' I 



FIGURE 1: INFORMATION FLOW THROUGH MARKETINC INFORMATION SYSTEM , 
' ; 1 ' 
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As depleted, the marketing information system is acting as the link 
between the internal organization ajid the external environments (especially 
the market place), where /the effects of the college or university and 

■ those of its competitors are being exerted. The marketing information system 
acts tn the f^ol 1 owing sequence^, 1 ) planning; that i% deci'ded. orrthe 

"•■'Objectives, policies, anjl^ strategies and then plan the'marketing programs' 
. to be fol.lQwed; 2) op'eritipfls allpw^the marKeting programs to be piit 
into action; 3) the marketing i n<S5nnaition system c(^.nects the external 
^ environment with the institutior^, feedinia in dat#pn,mart:ets, competitors, f. 
\m other external factors; 4) controlling monitors the -operations and' 
G:hen r^ultsf if feecback indicates that th| syatem|^s results are" not -.^ 

■ *fi^llowin^ the planned program, if either adapts the' operations to 

/ ehangi?i%. conditions or modifies tfie .objectives tg^'flect tHe .environmental ^ 
changes. ' , " ^* . . " 

S The office of iHstfTutiojial research (orrits- counterpart) should • 
sepve .as -the hub of the marketing ;informati on system monitoring the 




titutipnal pulse ^d th^t'-pf tife community. -Presently many research^ 
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ces.at collegqp have some /ocus op the tii^esjfi^ation of tl^e^iitcomes 
of" the edycaS;ibnal^ process. i. LehnVrtg, et al (1976) ^define educijOonal 
outcomes- as tljer^'re&ult or '^nsequenceC cff an educational institution 
and its' programs." practice institutions are studying their effects i 
on various audiemces (students, faculty and staff, the local community, the . ' 
region) and at. various levels* (knowledge, ecohomio, service, etc.). ^ 



This information is usually gathered and studied intently but 
does not enter the flow of information^ in the institutions marketing 
process. Yet this same information is a vital link in the institutions 
comprehensive marketing approach* - \ 

Market -testing, product research, product development, analysis of 
consumer behavior and so on are the concomitant terms for outcomes 
research which today we know as studies of community impact, student 
needs assessment, attrition/retention, academic assessment, and so forJth;v 

' Outcome information is not easily obtained. Studying the effects 
of higher education is not as direct or straight forward as the study /* 
of^co.nsunrer or industrial products and Services. But techniques, 
stra£egTes and instruments are now readily available to aid in outcomes 
measurement; (seeyAnnijo, Cooper and Micek, 1978, Pace, 1975 , , 
ttl'cek et* al 1975),\etc. Conducting market' t^searclj cartvbe costily 
fas pointed'out by THompsoa^l97S^). But outcomes resea'rch W&ich-has 
.multiple utility^ean be cost effectively applied to instl^butional 
marketing. ' , i ' 

An example pf. an. in5t\tnticMial outcomes project de'signed for its 
market research utility is'at lletropQlitan State Col.lege in Clenver. 
MSC is a" commuter campus havil^ a fluid student population of approximately 
13,000 students. The maa'orit^i^f students attend part-time, average ^ 
more than 28 years of age, and attend^college 'on ,a cycle that matches 
their personal needs and goals. In'an effort to further understand 
.the MSC student, their feeds, and the institutions coipmunity ■ . 
impact,' a^tucfy of students was devised. 'The project encompassed °a . 
s'eries of short-term investigations, a liapgitudinal stu^, of ^ 
students, and the development of an outcomes j'nformati on (consumer 
Ninformatipn) data base.. * • 

Short-term projects provided base line data for stud/Tes of recent 



alumni, continuing students, no,n-returf?ing students, and^ entering 
students. These preliminary surveys also.provi^ded for instrument 
design and testing and were carried out (jver a years time. 

The study of students on a longitudinal batsis has been undertaken 
by few, institutions although recommendation? to conduct this type of 



^^tudy have long been made. This is especially true in. relation to . 
providing meaningful data on student attrition (Tinto, 1975). With 
this in mind a^ data collection system wa^ devised to capture survey 
data at key times in the student's progress at the institution and ' 
match it with^data normally held in the college's informationr system. ^ 
Figure 2 depicts the flow of students and the survey administration 
times for the longitudinal sample, (see page 5.) 

.Two other components in the project were assessments of prospective 
students and a stud^ of the college's impact on the ^community. These 
studies have yet to be initiated but will provide critical information 
to the comprehensive marketing process. 

■ - ■ • ■ ^ •' > - ■ ■ • ■ . 

As noted in Figure 2 tKe assessments of students in alumni; entering, 

current (continuing), anfl non-returning groups were 'developed and implemented 
over the past 2 years ^ Part of the overall plan to assess student move- 
ment at Metropolian State Collie,; (hence, to provide the necessary data 
to build^a marketing system)-.-Tthese survey instruments allowed us not 
only to collect the important demographic information, t(ut also included// - 
questions relating to the repondentS opinions feind attitudes concawiing" ^ 
various academic and non-academic facets of Metrc^^itan State CoiTege. ^ ' - 
This type' of information; is necessary if the college is to respond 
to areas of need as expressed byfcuf market, that the student. \, 



At this time several changes have been made as a^esult oi 
Outcome? project. In one area- we were able tcx deterftii ne that even 
though an overwhelming majority of^ students* us^ed ma^l-in registration, 
it was found that they weren't sure of what, classy to- enroll, in or ' ^' 
what particular afeas study wbuld lead them, to accomplish their / 
' post-secondary educational goals^ Responding to our students' /needs 
an advising systemyWas initiated whereby all entering students who 
do Qjot register Ijy mafl arcrgTven the opportunity to speak with. either 
a facufty member or an administrator for course selection guidance 
arjd to answer any questions which the student may have concerning their 
status at Metropolitan State College. In addition these students ( 
dBntijiue the contact with, their advisors during the semester to determine' 
iflf any problems have arisen during this translation pha^e. \ 
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FIGURE 2; LONGITUDINAL COHORT STUDY AT METROPOLITAN STATE COLLEGE ( 
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Those studenfe'^who are^^^ on or are Returning to MSC after 

, stoppin5-out af*e diso errcouraged to meet with an advisor. It is hoped 
this*^in provide both academic advising and a direct contact point 
that' many commuting students do not presently find. 

Class scheduling problems were another category^f concern which 
'^ appeared in tl)^ respon'ses of the different; student groups studied. Since 

the large majortty of MSC students hold down jobs of one"kirlJ^or another, 
. thdre is a^valid conterji that students could no^ get the appropriate 

classes at night and would^ect to take fewer credit hours or perhaps 
j not to attend MbC e|t all. This was especially true for courses required 

by a specific major yyhich tl]e student must complete to graduate. The • 
< class scheduliAfl process now^pproached this problem,, not from ^li^tance 

but rather to tne point orl^ryirig to accbrmiodate the students by bfferi'ng 

multiple sectlions of j^he required and most "desire^ ;QOur$es. 

Students also exorjes^ed a. strong desire to intejgrate thejr dfdaetic 
y skillsr with actual experiential. learhi^.^yAsla r;Kult\of this^Tfn^ 
.the cooperative education department^as made a concernled. effort to ^o 
^wt; to the Metrop6IJt^j[i Denver Bifsinfe^s Community, to s^: ^pdsitions for 
^^tl^se studert^tS; v^ho wouk[^Be?iefit most by Integra tijpgy^me classroom- ^ 
, ,activjty with^ on-*the^^^b<^trair^^ . Returnsi^froaf^^^ also indicated 
thit cooperative education was~^neficial -to rhefr securing a jab 
after graduatioa. ) , , - ' ^ ^ 
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Summary 



^ The broad spectrum af- outpomes is grpwing in importance a$ educational 
institutions pursue a fuller understanding of their inputs and impacts. 

The, information gathered through" outcomes rese^afrch Has direct ■ . 
parallels in marketing product research and consumer satisfa.ctioh. Few 
postsecondar^ institutions integrate outcomes ijiformatioh jnto the i, 
institutional, nferkfiting program. In most cases this type. of information 



t« used to- do^umen^ actualv outcqmK bu rarely is it used as an indicato|f 
of needed change or success of the instituti(ft(is marketing program. , 

ffiiS a part of their Marketing program, a tailored approach to 
c^tcbmes research hasJS^n Tnstituted at Metropolitan State Colleg?^ 
. in Denver. Basically this approach hajj^ utiliz§jrv^lt)ngitud;inal cohort 
;v study of students to provide outcomes information. f 

Other facetS^ of the research program include studies of various 
^segments of the pro.spective student market; student in^xir(nation needs, i 
)WlSC's impaction the community. A fundamental underpinni 



jind a study or^SC's impact on the community, 
of this project has been to tie the jiistitutions marketing comppnel 
togetl^r^as a marketing program. 

To link outcome, information to mar^ii^g and stimulate a compre 
marketing program a committee ^from the representative areas involve 
the mark^ing of-^tropolj^tan 'sts^te. Coll^ was convened. This co 
Hhas continue/^ to pi an^ih^d conduct studies, interpret and disseminate 

iftformation rel\E^i^ to outcomes infonnationljj^^^ of this 

' program has been to make outcomes inform&Worr more accessible to > 
those 'involved in the phasesj^^nstituxS^^ marketing. This is being 
achieved through broadejrl^nssemi'natioy 6f/inf6r^^ (multiple t:hannels 
of communication) as well as througlf a developing outcomes data base 
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which is linked to the college's data ba§e system 
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